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ADVERTISING 


Audits 

ABC dues and audit costs increased 
20% (u), Jan., p. 10. 

Audit comparability of ABC and BPA 
called for once again (u), Jan., p. 
26+. 

4-As goes to bat for audits of demo- 
graphic editions (u), Feb., p. 40+. 

Great variety of violations reported 
by ABC (u), Apr., p. 26+. 

Scientific American quits ABC over 
demographic audits (u), Apr., p. 45. 

4-As will not press ABC on subject of 
demographic audits (u), June, p. 23. 

First pass-along circulation audit veri- 
fied by BPA (u), July, p. 26. 

BPA asked to audit response to reader 
service cards (u), Oct., p. 43-44+. 


Law 

Compugraphic agrees to drop contested 
ad claim (u), Jan., p. 25. 

MPA objects to FTC decision on L.A. 
Times (u), Feb., p. 34. 

Proposals to tighten tobacco ad rules 
worry MPA (u), May, p. 44+. 
Crain loses ad placement case (u), 

July, p. 20+. 

U.S. publishers found violating 
Canada’s 5% advertising rule (u), 
Oct., p. 10-11. 

FTC decision to drop L.A. Times suit 
relieves media (u), Oct., p. 39. 


Management 

Nine-month magazine ad revenues up 
10% (u), Jan. p. 12. 

Incremental per-page commissions 
working for Working Woman (u), 
Jan., p. 26. 

Specific ad headlines 
better (u), Jan., p. 28. 

Ad insert used by three magazines 
(u), Jan., p. 28. 

Steps in sales planning by Dave Hagen- 
buch (c), Jan., p. 87. 

Management ups efforts to combat ad 
payment problems (u), Feb., p. /2. 

Magazine ad pages rose 8% in October 
(u), Feb., p. 22. 

Magazine ad spending expected to rise 
more than 11% in ’82 (u), Feb., p. 
34+. 

Use make-goods to upgrade ads in fol- 
lowing months (u), Feb., p. 37+. 

New ad rep firm opens (u), Feb., p. 42. 

New company tracks ad share of market 
(u), Feb., p. 42. 

Developing new categories by William 
Abbott (c), Feb., p. 102-103. 

Magazine ad pages up 10% in Novem- 
ber (u), Mar., p. 10. 

Circulation shortfalls cause ad agencies 
to increase vigilance (u), Mar., p. 
35 


remembered 


Poor handling of inquiries reducing 
manufacturers’ sales (u), Mar., p. 
36. 

Penton/IPC offers reader inquiry lists 
on computer tapes (u), Mar., p. 39. 

Harper’s Bazaar features new type of 
cooperative ad (u), Mar., p. 40. 

Using the right tools by William Abbott 
(c), Mar., p. 102+. 

1981 ad revenues up 12.2%; fashion 
magazines fare best (u), Apr., p. 
19-20. 

Rate cutting, overt and covert, on the 
increase (u), Apr., p. 40. 

Trade magazines to get 37.3% of 1982 
industrial ad budgets (u), Apr., p. 
45-46. 

Ads facing other ads noticed 3.5% more 
often (u), Apr., p. 46. 

Print ad production costs steady in 1981 
(u), Apr., p. 46. 

Sales compensation: What are other 
publishers doing? by Karlene 
Lukovitz (f), Apr., p. 64-66+. 


Selling special sections by Robert E. 
Dimond (f), Apr., p. 73-76. 

Hiring sales people by Dave Hagenbuch 
(f), Apr., p. 78-82. 

Consultative selling by William Abbott 
(c), Apr., p. 91+. 

Catalogue sections increase space sales 
to small advertisers (u), May, p. 
24+. 

Magazine ad revenue rose 13% in Jan- 
uary (u), May, p. 30. 

Salespeople at Gralla compensated for 
aiding telephone sales staff (u), 
May, p. 44. 

SRDS computerizes consumer maga- 
zines’ ad page rates (u), May, p. 44. 

Agency/ad directors rate magazines’ 
strengths differently (u), May, p. 
44+. 

Industrial sales call costs $157 in 1982 
(u), May, p. 51. 

Ogilvy & Mather wins Kelley Award (u), 
May, p. 51. 

Getting appointments by Dave Hagen- 
buch (c), May, p. 139. 

Going over someone’s head by William 
Abbott (c), May, p. 140-142. 

Ad revenue goes up 9.2% in February 
(u), June., p. 8. 

Texas Monthly flaunts shortfall, volun- 
teers ad refunds (u), June, p. 22-23. 

Ad database offers insight into creating 
successful ads (u), June, p. 32. 

Your sales approach by Dave Hagen- 
buch (c), June, p. 118+. 

Magazine ad revenue up 5% in March 

(u), July, p. 10 

rebill costs on ad invoice (u), 

July, p. 16. 

4-color, full-page ads read more when 
they face other ads: Chilton (u), Ju- 
ly, p. 20. 

Selling new categories: ‘no’ is often the 
best answer you can get (u), July, p. 
23 +. 

Use company reports to garner new ads, 
consultants advise (u), July, p. 
26-27. 

Charge for position, Gralla counsels (u), 
July p. 27. 

Magazine ad pages drop 3% in April 
(u), Aug., p. 6. 

Value of business press advertising 
poorly understood (u), Aug., p. 32. 

Magazine pages give ads second expo- 
sure MPA proclaims (u), Aug., p. 
32-33. 

‘Basic principles will improve most ads’ 
says researcher (u), Aug., p. 33-34. 

‘Consumer product advertisers need to 
return to magazines’ (u), Aug., p. 
34. 

Handling objections by Dave Hagen- 
buch (c), Aug., p. 114-115+. 

Not all credit risks should be avoided, 
Green tells publishers (u), Sept., p. 
4+. 

MRI drops report on business ad lineage 
(u), Sept., p. 6. 

McGraw-Hill, Southam aim to educate 
execs on business advertising (u), 
Sept., p. 6+. 

Magazine ad revenue rose 13% in May 
(u), Sept., p. 12 

Magazines hit most by sluggish econ- 
omy (u), Sept., p. 32. 

Industrial sales call now $178, says LAP 
(u), Sept., p. 34. 

Recession increases availability of co-op 
dollars (u), Sept., p. 34. 

Single-advertiser policy successful for 
American Heritage (u), Sept., p. 
34+. 

N.Y. club for space salespeople expand- 
ing (u), Sept., p. 37+. 

Ad production: New techniques and 
technology to match the field’s 
growing status (f), Sept., p. 103. 

Ad rate structures: Finally, a full inte- 
gration of rate analysis into day-to- 
day ad marketing by David Z. 
Orlow (f), Sept., p. 118-119. 


Put 


Advertising competition from electronic 
media: Cable will hurt network TV, 
not magazines by Kent Rhodes *f), 
Sept., p. 120+. 

Business magazine ad sales: A more 
sophisticated sales force, new 
technology, promise advance by 
Thomas H. King (f), Sept., p. 
122+. 

Your competition by Dave Hagenbuch 
(c). Sept., p. 156+. 

Ten years back, ten years ahead by 
William Abbott (c), Sept., p. 
216-217+. 

Ad revenues up 7.2% in first half; 
fashion magazines fare best (u), 
Oct., p. 11+. 

Advertiser pressure on magazines—how 
bad is it? (u), Oct., p. 39. 

Publishers who refuse ads need not say 
why (u), Oct., p. 40. 

Use of symbol improves ad sales pub- 
lisher claims (u), Oct., p. 40. 

Agency 1982 profit expectations drop 
between Jan. and June (u), Oct., p. 
40+. 

Publishing ad execs’ bonuses increase 
(u), Oct., p. 43. 

The importance of listening by Dave 
Hagenbuch (c), Oct., p. 94+. 

The ABC statement can be an effective 
tool when selling advertising by J. 
Wesley Silk (f), Oct., p. 72+. 

‘Do international business their way’: 
McGraw-Hill’s Troyano (u), Nov., 
p. 12. 

Magazine ad revenue rose 6% in July 
(u), Nov., p. 19. 

Publishers hold line on ad rate increases 
in response to recession (u), Nov., 
p. 34. 

Advocacy pages: new ad sales oppor- 
tunity (u), Nov., p. 34+. 

Advertisers’ rate base fears allayed by 
generous offers (u), Nov., p. 39. 

Check-out scanners used by advertisers 
to test magazine impact (u), Nov., 
p. 39+. 

International ad sales 
box’ (u), Nov., p. 41. 

Motivating sales people by Dave Hagen- 
buch (c), Nov., p. 151-152+. 

Multi-person marketing by William 
Abbott (c), Nov., p. 157+. 

40,000 ad inserts made on photocopier 
(u), Dec., p. 20. 

Bind-in catalog advertising pursued by 
magazines (u), Dec., p. 22+. 

Reach and frequency study by Iron Age 
first of its kind (u), Dec., p. 
22-23 +. 

‘Planning your time is more important 
than sales talent’ (u), Dec., p. 23+. 

Readers miffed by ad clog, new study 
alleges (u), Dec., p. 27. 

One-third of business press saleswomen 
earn $30,000-$40,000 (u), Dec., p. 
27-28. 

Ad sales rep firm opens in Southwest 
(u), Dec., p. 28. 

Cost of magazine sales call may be rela- 
tively low (u), Dec., p. 28. 

Gender stereotyping in magazine ads 
found to be unrealistic (u), Dec., p. 
28. 

Untapped ad revenue: catalog inserts by 
Willis M. Rivinus (pov), Dec., p. 
54+. 

Ad sales collections: ‘consolidated agen- 
cy’ system recomended (f), Dec., p. 
84. 

Better ad media kits: more planning, 
not more money, the key (f), Dec., 
p. 87. 

‘Ad sales managers should spend at least 
50% of time in field’ (f), Dec., p. 
92. 


‘a Pandora’s 


Promotion 


The marketing function by William 
Abbott (c), Jan., p. 80-81. 


} Record disc insert aids editorial, boosts 


c column 
feature 
point of view 


update 


ono 


subs, pays for itself (u), Feb., p. 19. 

Reciprocal deal berefits advertisers, 
chain stores and Self (u), Feb., p. 
37. 

Two-page spreads improve reader recall 
of low-interest ads (u), Mar., p. 35. 

Firehouse stages new, year-long promo- 
tion (u), Apr., p. 40-41. 

Women’s magazines join forces to com- 
pete with television (u), Apr., p. 
4} +. 

A one-page ad for only 10 cents (u), 
Apr., p. 46. 

Ad page to be contest prize (u), Apr., p. 
46. 

Recognition drops when magazine ads 
are discontinued (u), May, p. 49. 
Redbook lists ads offering special val- 

ues (u), May, p. 5/. 

Why is MPA using newspapers to pro- 
mote magazines? (u), June, p. 6. 
Reader/advertiser statements can pro- 
mote magazines effectively (u), Ju- 

ly, p. 25+. 

Use newsletter to promote ad sales, pub- 
lisher says (u), July, p. 27. 

Selling editorial by Dave Hagenbuch (c), 
July, p. 94+. 

Ad opportunities found in editorial ca- 
tering to readers ‘audience’ (u), 
Aug., p. 8+. 

Cable TV game shows: a lucrative tie 
for magazines? (u), Aug., p. 34. 
Place company logo higher in ad, re- 

search exec advises (u), Aug., p. 39. 

‘Subliminal synergism’ attracts adver- 
tisers to New Woman (u), Sept. p. 
32+. 

Full-page recruitment ads draw 56% 
more (u), Sept., p. 39. 

Magazine promotion: More innovation, 
fewer dollars by Walter Joyce (f), 
Sept., p. 119-120. 

Magazines continue their own advertis- 
ing during recession (u), Oct., p. 10. 

Creative sales promotion strategies by 
Julie A. Laitin (f), Oct., p. 84-86+. 


Research 

Most magazine ads easily understood at 
10th grade level (u), Feb., p. 39-40. 

4As proposes start of magazine re- 
search council (u), Mar., p. 39-40 

The trouble with syndicated research by 
William Abbott (c), June, p. 
123-124. 

Specialized research by William Abbott 
(c), Aug., p. 111-112 

Wealthier people read even more (u), 
Sept., p. 39. 

Joint studies broaden magazines’ infor- 
mation base, says publisher (u), 
Oct., p. 39-40. 

Research: reader studies and beyond by 
William Abbott (c), Oct., p. 
103-104. 


CIRCULATION (see SINGLE 
COPY SALES AND SUBSCRIP- 
TION CIRCULATION) 


EDITORIAL 


Art (ine. graphics, photography, 

type) 

Camera Arts features 13-page gatefold 
(u), Apr., p. 10. 

Computer art makes unique covers for 
Computer Design (u), June, p. 26. 

The Folio cover test by Karlene Luko- 
vitz (f), July, p. 57-59+. 

Year-end issue can be a winner, says 
Plant Engineering (u), Aug., p. 6. 

Editor on cover sells single copies (u), 
Sept., p. 6. 
Use of currency in magazine graphics 
legal—for now (u), Oct., p. 24. 
Paste-ups and layouts will be computer 
functions in the future (u), Oct., p. 
26. 

Three magazines learn hard lesson (u), 
Oct., p. 26. 
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Use of ‘swipe art’ on the increase (u), 
Oct., p. 30. 

Architectural Record’s redesign may 
herald trend to minimalism (u), 
Dec., p. 38+. 

‘Make sure good color reproduction is 
photographer’s goal’ (f), Dec., p. 
86. 


























































Awards 

Best-story awards boost morale, create 
excitement (u), Jan., p. 14. 

John Peter awarded medal of Paris (u), 
Jan., p. 15. 

13 magazines named in typographic 
awards from NCA (u), Jan., p. 
24-25. 

Two magazines receive PIA awards (u), 
Jan., p. 25. 

Sol Taishoff wins Crain Award (u), 
Apr., p. 6. 

18 publications receive Neal Award (u), 
Apr., p. 6. 

1982 National Magazine Awards win- 
ners announced (u), July, p. 10. 
Canadian Business Press awards given 

(u), Sept., p. 12. 

How to win a Neal Award (f) Oct., p. 
79-80 + . 

1982 Design Awards by Society of Pub- 
lication Designers (f), Nov., p. 
89-91 +. 

National Magazine Award entry dead- 
line Jan. 15 (u), Dec., p. 40-41. 


Books 

Guide to privacy and publicity laws in- 
troduced by ABP (u), Jan., p. 15. 

On Writing Well (u), Feb., p. 48. 

Readability (u), Feb., p. 48. 

Words into Type (u), Apr., p. 10. 

ASJA Directory (u), June, p. 40. 

Government personnel directory (u), 
June, p. 42. 

On graphics: tips for editors (u) June, p. 
42. 


New book on electronic publishing (u), 
Aug., p. 14. 

Editorial Eye offers newsletter package 
(u), Aug., p. 24-25. 

New book: Designing for Magazines 
(u), Aug., p. 25. 

Book for organizational publications 
editors (u), Oct., p. 30. 

Guide to feature writing published (u), 
Oct., p. 30. 
It isn’t PR you want, it’s corporate 
communications (u), Oct., p. 30. 
Book on magazine editing published 
(u), Dec., p. 41. 

Guide for editors published (u), Dec., 
p. 41. 

Libel law book revised (u), Dec., p. 41. 


Editing/ Writing 

Writers should give more thought to 
article endings (u), Jan., p. 14. 

The story behind Atlantic’s Stockman 
article (u), Feb., p. 10. 

Reader service cards use for conducting 
editorial evaluations (u), Feb., p. 
44+. 

Readers don’t know what they want 
until they see it (u), Feb., p. 44. 
Editorial workshops: Captions (u), 

Mar., p. 48-51. 

Writer’s Digest lists ‘best’ magazines 
for freelancers (u), Apr., p. 8. 
Electronic editing ups PennWell’s edi- 
torial productivity over 20% (u), 

Apr., p. 6+. 

Newsmagazines rated ‘‘most objective’’ 
by government officials (u), Apr., 
p. 10. 

Show issues (u), May, p. 12+. 

Los Angeles and Economist run same 
editorial section (u), May p. 49. 
The craft of business reporting by Chris 

Welles (f), May, p. 94+. 

Nevada goes Arabic (u), June, p. 8. 
Trade magazine editors shouldn’t try to 
spice up articles (u), June, p. 40. 
Editorial workshop: Contents pages by 
Douglas A. Learner (u), July, p. 

39+. 

Business reporting has same protection 
as consumer prices (u), Aug., p. 22. 

Magazine uses bar codes to give readers 
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computer programs (u), Aug., p. 
24 


Harvard Lampoon spoofs Newsweek 
(u), Sept., p. 12. 
Printers on mastheads? (u), Sept., p. 


One magazine’s total editorial provided 
by clipping service (u), Oct., p. 
14-15. 

Technical/scientific info free to journal- 
ists (u), Oct., p. 30+. 

Headlines by Gauri Bhatia (u), Nov., 
p. 21+. 

‘Use conferences to meet key people, 
develop sources’ (u), Dec., p. 38. 


Law 

Authors League files brief for Pent- 
house (u), Jan., p. 14. 

Be aware of FCC restrictions on tape 
recording (u), Feb., p. 44. 

Media worried by bill restricting access 
to information (u), Mar., p. 8. 

Use caution publishing letter to the edi- 
tors, say attorneys (u), Apr., p. 8. 

Pillsbury loses copyright case against 
Screw (u), Apr., p. 20. 

Pac-Man parody elicits rebuke from 
trademark holder (u), Aug., p. 
22+. 

Threat of libel exists even in unpub- 
lished papers, attorneys warn (u), 
Sept. p. 6. 


Management 

Salespeople want management posts, 
but won’t prepare (u), Feb., p. 
10+. 

Subtle obstacles stymie women seeking 
management roles (u), Feb., p. 
19-20. 

Installation costs of editing systems 
high, say publishers (u), Apr,. p. 33. 

Editorial advancement often means giv- 
ing up writing (u), May, p. 24. 

The Inside Sports story by William P. 
Hogue (f), May, p. 81-85+. 

New hardware will make current editing 
systems obsolete (u), June, p. 28. 

Magazine offers products to editors for 
early copy (u), June, p. 38+. 

‘Work for hire’ agreements no longer 
sought by magazines (u), June, p. 
38+. 

Editors should monitor circulation de- 
partment rejection letters (u), June, 
p. 40. 

Offer job satisfaction in lieu of advance- 
ment, editors suggest (u), June, p. 
40. 

Editorial interns expand staff size at low 
cost (u), Aug., p. 24. 

‘Shoot-over-head method best way to 
motivate editors’ (u), Aug., p. 24. 

The Folio editorial salary survey by 
Barbara Love (f), Aug., p. 88-90+. 

The editorial audit: a sales tool that may 
be coming of age (u), Sep?., p. 8. 

ABP releases guidelines for hiring 
editorial staff (u), Oct., p. 24+. 

Editors profit from questions piggy- 
backed onto ad research (u), Oct., 
p. 26. 

Your writers are organizing by Alan 
Caruba (pov), Oct., p. 92+. 

Record ii comic book expected to 
double sales (u), Nov., p. 16. 

The compulsive editor by Arthur Plot- 
nik (f), Nov., p. 1/5-116+. 

McCall’s art director sets up new firm 
(u), Dec., p. 40. 

Periodic ‘audits’ of magazine editorial 
spark improvements (u), Dec., p. 
40. 

Seek out readers’ "hidden needs,’ editor 
advises (f), Dec., p. 86-87. 

Editorial/art relations: Scuttling artsy 
‘status symbols’ helps (f), Dec., p. 
88+. 

Keeping sales results from editors hurts 
development of covers (f), Dec., p. 
91-92. 


Research 
60-percent response necessary in re- 
search, Forsyth tells editors (u), 


Feb., p. 46+. 
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ELECTRONIC PUBLISHING 











Will magazines lose ad revenues to cable 
television? (u) Mar., p. 31. 

Electronic revolution doesn’t threaten 
business magazines (u), Mar., p. 
31-32. 

On-line magazine created by publisher 
of On-line magazine (u), Mar., p. 
32-33. 

‘Computerworld’ to be nationally syn- 
dicated in Sept. (u), Mar., p. 33. 
Money, HBO to collaborate on six TV 

shows (u), Mar., p. 33. 

Hearst/ABC launch. women’s show on 
cable TV (u), Mar., p. 33-34. 

‘Discover’ TV special aired (u), Mar., 
p. 34. 

Are magazines salespeople best for cable 
sales? (u), Apr. p. 13-14. 

American Baby airs 26 cable TV shows 
(u), Apr., p. 14. 

Medical World News starts cable TV 
series (u), Apr. p. 14. 

Newsweek, Inc. begins new TV show 
(u), Apr., p. 14. 

Playboy begins producing four-hour 
cable specials (u), Apr. p. 14. 

Magazines’ degrees of involvement in 
own TV shows vary (u), May, p. 53. 

Stress flexibility of cable ads, magazine 
executive says (u), May, p. 53. 

Videotaped ‘magazine’ produced by 
owner of Ocean Realm (u), May, p. 
aoe 

On-line database use up 26.3% in 2nd 
half ’81 over 2nd half ’80 (u), May, 
p. 56. 

Soap Opera Digest plans daily TV show 
(u), May, p. 56. 


‘Creativity the key in marketing 
database to on-line vendor’ (u), 
June, p. 20. 


Rodale Press to sell database informa- 
mation in retail stores (u), June, p. 
20. 

Video tape series to be launched by 
Model Railroader (u), June, p. 20. 

Hands On combines with TV, direct 
mail, to sell tools (u), July, p. 8. 

Time Inc.,’s video profits overtaking 
publishing profits (u), Aug., p. 40. 

‘You don’t need a pilot TV program to 
sell advertisers’ (u), Aug., p. 40. 

Advertising instruction on videotapes 
offered by Crain (u), Aug., p. 41. 

Family Circle airs radio series (u), 
Aug., p. 41. 

Newsweek starting weekly radio show 
(u), Aug., p. 41. 

Electronic publishing: Use of personal 
computers will surge by Ellen M. 
Polar (f), Sept., p. 109-110. 

Magazines extending cable program- 
ming to home video products (u), 
Oct., p. 48. 

No-cost electronic delivery of newslet- 
ters provided by Newsnet (u), Oct., 
p. 48+. 

Magazines now have 7-year lead over 
AT&T in electronic publishing (u), 
Oct., p. 48-49. 

Reader’s Digest makes low-risk, low- 
cost venture into cable TV (u), 
Nov., p. 30. 

$8,500 audio-visual trade ‘magazine’ 
huge success in first year (u), Nov., 
p. 30+. 

Database service pulls in subscribers, 
ups reader interest (u), Nov., p. 
ans 


FOLIO 400 

1981 Folio 400 errata list (u), July, p. 
10. 

The Folio 400, October Special Issue 


MANAGEMENT 


Publishers lack expertise for buying new 
technologies (u), Jan., p. 8. 

Veronis and Suhler open consulting in- 
vestment firm (u), Jan., p. 10. 

Consulting firm opens in Ohio (u), 
Feb., p. 26. 

Publishing management test, by Rich- 

ard M. Koff (f), Jan., p. 49-50+. 













Small magazines lose $800,000 in Can- 
ada’s postal strike (u), Apr., p. 19. 

W. German group establishes U.S. base 
(u), Apr., p. 20. 

Where are business publishers when we 
need them? by John P. Kelley (pov), 
Apr., p. 62+. 

Interest in therapy benefits growing (u),, 
May, p. 22. 

VDT’s effects on employee health still 
uncertain (u), May, p. 26. 


‘When buying a micro, seek and emu- | 


late user of similar micros’ (u), 
May, p. 26+. 
Venture starts consulting unit (u), June 


p. 6+. 

Mags for Poland (u), June, p. 8. 

Pension plans (u), June, p. 8. 

Two publishers reps announce openings 
(u), June, p. 25. 

M.I.S.: Putting a new management sys- 
tem to work by Willis M. Rivinus 
and Daniel McNamee III (f), June, 
p. 82+. 


When your business outgrows you by_/ 


Robert H. Fowler (pov), July, p. 
53+. 

‘You can’t afford to be No. 1 in every- 
thing’: Gralla (u), Aug., p. 5-6. 
‘Dialogue’ meeting benefits magazines, 

readers, advertiser (u), Aug., p. 
11-12, 
Not-for-profit 


magazines needn’t be 












aor sane! 


losers by Willis M. Rivinus (pov), | 


Aug., p. 103-105. 

Publishers rep firm announces opening 
(u), Sept., p. 39. 

The past 10 years: tracking the indus- 
try’s performance by Barbara Love 
(f), Sept., p. 60-64 +. 

The next 10 years: 24 predictions for the 
future by Karlene Lukovitz (f), 
Sept., p. 96. 

Business magazine economics: Tailored 
circulations, editorial, and market- 
ing to meet advertisers targeting 
needs (f), Sept., p. 99-100. 

Large-circulation magazines: Specializa- 
tion will no longer be the only game 
in town by Peter G. Diamandis (f), 
Sept., p. 100+. 

Barson forms consulting firm (u), Oct., 
y was 

New MPA head to strengthen govern- 
ment ties (u), Nov., p. &. 

16 magazine publishers listed among 
Forbes 400 wealthiest people (u), 
Nov., p. 12+. 

Publishers proiminent in Forbes 400 by 
James B. Kobak (f), Nov., p. 85. 

Magazine suppliers look at the eighties 
by Karlene Lukovitz (f), Nov., p. 
131-132+. 

Don’t neglect to ‘sell’ your publishing 
company to prospective execs (f), 
Dec., p. 84+. 


Ancillary activities (also see ELEC- 
TRONIC PUBLISHING) 


Seek partners when entering video, ad 
exec advises (u), Jan., p. 8. 
‘Licensing editorial material generates 
inexpensive revenue’ (u), Mar., p. 6. 
Starting a book division by William 
Dunkerley (f), Jan., p. 76+. 
Getting into cable by Suzanne Levine 
(pov), Mar., p. 60-61. 
Bon Appetit licenses its 
Safeway (u), Apr., p. 20. 
Foreign editions: Look before you 
License by Lee Boaz Hall (f), Apr., 
p. 85-87. 
Working both sides of the street by 
Harold Levine (pov), May, p. 75+. 
Moving into cable TV by Douglas A. 
Learner (f), May, p. 103-108. 
Technology successful in ancillary activ- 
ity, despite other problems (u), Ju- 
ly, p. 8-9 
Ancillary activities: Electronic services 
build upon strong printed products 
are among the options by Paul F. 
McPherson (f), Sept., p. 100. 
Video publishing: The ‘winners’ will be 
those who understand television by 
Jeff Cox (f), Sept., p. 108-109. 
‘Magazine’ on tape introduced by Brit- 
ish company (u), Oc‘., p. 14. 
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Successful Farming’s hotline offers up- 
dates on industry news (u), Nov., p. 
8+. 

Syndication sales help magazine’s 
image, ties with writers (u), Nov., p. 
12+. 


Appointments 

George J. Green elected MPA chairman 
(u), Jan., p. 10. 

Thomas H. King named ABP president 
(u), Jan., p. 10. 

Meredith’s Burnett Publisher of the 
Year (u), Feb., p. 20. 

Packaged goods exec to direct News- 
week’s domestic operations (Steve 
Price) (u), Apr., p. 16+. 

Browne elected chairman of ABP (u), 
May, p. 30. 

Gordon elected chairman of BPA (u), 
May, p. 30. 

McInnis elected ASCMP chairman (u), 
May, p. 43. 

Steiger appointed PRC chairman (u), 
May, p. 43. 

Browne elected ABP chairman; other 
officers named (u), July, p. 9-10. 
Welch elected CRMA president (u), 

Sept., p. 12-13. 

Regional publishers name Sykas presi- 

dent (u), Nov., p. 19. 


Awards 

Cathleen Black wins Matrix Award (u), 
July, p. 10. 

Littleford receives ABP honor scroll (u), 
July, p. 10. 

Keeton, Mogel win PBAA awards (u), 
Aug., p. 21. 

Steiger awarded by FMA (u), Sept., p. 
30. 


Books 

ABP releases circulation workbook (u), 
Mar., p. 26. 

Business of Consumer Magazines (u), 
June, p. 8. 

Magazine publishing and the law (u), 
June, p. 8 

Readership Research: Theory and prac- 
tice (u), June, p. 25. 

The Dictionary of Publishing (u), June, 
p. 42. 

How to conduct a readership survey (u), 
June, p. 42. 

Do-It-Yourself Marketing Research (u), 
Aug., p. 34. 

Direct marketers’ book published (u), 
Sept., p. 13. 

Publishing With a Purpose (u), Sept., p. 
13 


PI releases services catalog (u), Sept., p. 


The Complete Book of Closing Sales 
(u), Sept., 39. 

Telemarketing guide published 
Oct., p. 15-16. 

International publishing directory out 
(u), Oct., p. 16. 

Guide to Electronic Publishing (u), 
Oct., p. 49. 

Media ownership book published (u), 
Nov., p. 19. 

New circulation newsletter launched (u), 
Dec., p. 34-35. 


(u), 


Business Trends 

Disinflation talk -affecting magazine 
publishers’ plans (u), July, p. 6. 

Poor economy forces many publishers 
to proceed cautiously (u), Aug., p. 
5 


The economic picture for consumer 
magazines: 10 reasons I’m bullish 
by Kelso F. Sutton (f), Sept., p. 
97+. 

This recession is different by James B. 
Kobak (pov), Oct., p. 64-65+. 
Lessons from the ’82 recession by Bar- 
bara Love (f), Dec., p. 59-62+. 


Buying and selling magazines 

How to sell your magazine by Marlene 
Jenkins (pov), June, p. 52-53. 

Avoiding the post-acquisition blues by 
Joseph M. Valenzano, Jr. (pov), 
Nov., p. 80+. 






































Magazine acquisitions: a legal checklist 
by Robert N. Landes and Katherine 
A. Davis Roome (f), Nov., p. 
120+. 


Deaths 

Cappelletti, Putnam, president, dies (u), 
Jan. p. 12. 

Miller, former Hearst president, dies 
(u), Mar., p. 11. 

Peskin, Thomas executive dies (u), 
Mar., p. 11. 

Joseph P. Jennings, Chilton v.p. dies 
(u), Apr., p. 20. 

Walker, publisher of Bon Appetit, dies 
(u), Apr., p. 22. 

Ivan Luddington III, major wholesaler, 
victim of fatal accident (u), Apr., p. 
52. 

Roger Scherer, major wholesaler, dead 
at 62 (u), July, p. 30. 

Paul E. Yergens, former publisher of 
House Beautiful dies (u), Aug., p. 
12. 

Broadcasting co-founder Sol Taishoff 
dies (u), Nov., p. 19-20. 




























Financial 

Pre-tax profits for magazines 7.77% in 
1980: MPA (u), Jan., p. 7-8. 

Non-profit magazines pressured by 
IRS? (u), Mar., 6-8. 

Low frequency mags to pay higher taxes 
for Canadian sales (u), Mar., p. 20. 

Investment glamour of magazines 
fading, banker contends (u), May, 
p. 22. 

States’ efforts to tax magazines sales 
seen as increasing (u), May, p. 22+. 

Pre-tax profit rise in 1981 reported by 
MPA/PW Survey (u), Oct., p. 8+. 

Odds for selling stock may be better for 
Gambling Times (u), Nov., p. 16. 


Folio conferences 

Sth Annual Publishing Week, Apr., p. 
Al-A5S2. 

First Face-to-Face International set at 
The Hague, Oct. 12-14 (u), Aug., p. 


S. 
1982 Annual Publishing Conference & 
Exposition, Sept., p. Al-A56. 


Law 

National Enquirer’s insurer refuses to 
pay in libel suit (u), Jan., p. 10. 

Will the Economic Recovery Tax Act 
benefit magazines? (u), Feb., p. 
12+. 

Lawsuit challenges licensed importation 
of Cuban periodicals (u), Feb., p. 
16+. 

Cher wins settlement from Forum, Star 
(u), Mar., p. 8. 

Publisher accuses state of competing 
with his magazine (u), Mar., p. 8+. 

$1.75 million fine on Reader’s Digest 
upheld by Supreme Court (u), Apr., 
p. 30. 

Magazine acquisition by advertisers vio- 
lates antitrust law: ABP (u), June, 
p. 4. 

Justice Department will not investigate 
Hearst’s Redbook buy (u), Sep?., p. 
8+. 

Resolution used by county to curb High 
Times sales (u), Nov., p. 16+. 


Research 

Personalized research service offered to 
small firms by Inc. (u), Aug., p. 
6+. 

Magazine research: Sales success de- 
pends on developing new, credible 
data to make the reader ‘‘come 
alive’ by Hal Duchin (f), Sept., p. 
120. 


Starting a magazine 

Starting a consumer magazine by Irvin 
J. Borowsky (pov), Feb., p. 62+. 

Dreaming the big dream, Attenzione, by 
Leda Giovannetti Sanford (f), Feb., 
p. 64+. 

Dreaming the big dream, Prime Time, 
by Barbara V. Hertz (f), Feb., p. 
65-66 +. 

Dreaming the big dream, Trouser Press, 
by Ira Robbins (f), Feb., p. 67-68 +. 














Dreaming the big dream, Direct, by 
Mark M. Evens (f), Feb., p.. 
73-74+. 

Dreaming the big dream, Desktop Com- 
puting, by Wayne Green (f), Feb., 
p. 75-77. 

Dreaming the big dream, Natural Foods 
Merchandiser, by R. Douglas Green 
(f) Feb., p. 79-80+. 

Dreaming the big dream, Sheet Music 
magazine, by Ed Shanaphy (f), 
Feb., p. 82+. 

Dreaming the big dream, Long Island’s 
Nightlife, by Michael Cutlino (f), 
Feb., p. 85-86. 

Dreaming the big dream, Louisiana 
Life, by Nancy K. Marshall and 
Thomas C. Marshall (f), Feb., p. 
87+. 

A Statistical look at recent launches, by 
James B. Kobak (f), Feb., p. 88-93. 

New magazine assumptions often very 
weak (u), Sept., p. 4. 

New consumer magazines: Most will be 
started by companies without 
publishing experience by James B. 
Kobak (f), Sept., p. 96-97. 


PRODUCTION 









































Distribution 

Magazine distribution: Demographics 
present new challenges by Tom Tul- 
ly (f), Sept., p. 108. 

Alternative distribution: Forget re-in- 
venting the Postal Service; start tap- 
ping money-making opportunities 
by Robert Imhofe (f), Sept., p. 
115-116. 
















Management 

Bindery speeds not keeping up with 
other areas of production (u), Jan., 
p. 22. 

Agfa-Gevaert trying for 51% interest in 
Compugraphic (u), Jan., p. 24. 
Arcata to be sold to investors for $330 

million (u), Jan., p. 25. 

Production trends: the next five years, 
by Jeffrey R. Parnau (f), Jan., p. 
57-58 +. 

Publishers, not technology, holding up 
personalized mags (u), Feb., p. 28. 

Look into unions when signing printing 
contract (u), Feb., p. 28+. 

Must it be ‘Production vs. Sales’? by 
Jeffrey R. Parnau (c), Apr., p. 
90+. 

‘Quality achieved by adhering to staied 
requirements’ (u), May, p. 34. 
Impositions by computer by Jeffrey R. 

Parnau (c), May, p. 132-133. 

Production billing by unit, not hour, 

works for Miller Freeman (u), July, 

















Dp. 12. 

Myths by Jeffrey R. Parnau (c), July, 
p. 98-99. 

Production nightmares by Jeffrey R. 
Parnau (f), Aug., p. 86-87+. 

The production manager: Combined 
skills of a harvard MBA and an RIT 
grad will be required by Irving 
Herschbein (f), Sept., p. 102-103. 

More small magazines taking advantage 
of pool shipping (u), Oct., p. 18. 

Print vs Production by Jeffrey R. Par- 
nau (c), Oct., p. 100-102. 

Many problems go with manufacturing 
outside the U.S. (u), Nov., p. 26. 

Publishers still restricted to using U.S. 
printing forms (u), Nov., p. 26+. 

Lost shipment insurance by Jeffrey R. 
Parnau (c), Nov., p. 144+. 

Color pagination systems not practical 
for magazines yet (u), Dec., p. 20. 

‘Production input into marketing plan- 
ning can aid all departments’ (f), 
Dec., p. 88. 

Shopping for an in-house computer sys- 
tem by Gail Snyder Noyes (f), Dec., 
p. 79+. 


Paper 

Ready paper supplies should be seen as 
start of a shortage (u), Jan., p. 22. 

Paper: A buyer’s market by Barbara 
Love (f), Jan., p. 66-68+. 

Mill finds few magazines will switch to 








supercalendered (u), Apr., p. 34. 

Lightweight coated to dominate the 
80s (u), Apr., p. 38. 

Printers using waste paper to generate 
energy (u), Apr., p. 38. 

Publishers to benefit from bar codes 
placed on paper rolls by mills (u), 
May, p. 37-38. 

Paper abundance causing printers to cut 
inventories (u), June, p. 27-28. 
Paper price freeze expected to contin- 
use through end of 1982 (u), Sepz?., 

p. 16. 

28 Ib. paper stocks for magazines are 
—_ paper expert says (u), Sepf., p. 
19+. 


Paper use up slightly during -recession, 
MPA study reveals (u), Oct., p. 18. 

St. Regis expanding lightweight capacity 
(u), Dec., p. 20. 


Pre-press (also see Typesetting) 

Programmable calculators speed copy 
fitting (u), Jan. p. 22+. 

Multi-task computers with few termi- 
nals may cause conflicts (u), Feb., 
p. 20. 

Satellite transmission technology avail- 
able for small publishers (u), Feb., 
p. 28. 

The word processing 
Jeffrey R. 
100+. 

Photocomposition industry continues to 
grow: Romano (u), Mar., p. 28. 

Dealings with in-line problems by 
Jeffrey R. Parnay (c), Mar., p. 
100+. 

‘Choose separator who asks questions’ 
publishers advised (u), July, p. 19. 

Computer-to-plate systems for maga- 
zines ready by mid-decade (u), Oct., 
p. 20. 

Moving pre-press in-house saves money, 
increases control (u), Nov., p. 24+. 

Publishers paying for non-conformity 
to SWOP standards (u), Dec., p. 
19-20. 

New proofing stock choice narrowed by 
SWOP committee (u), Dec., p. 20. 


interface by 
Parnau (f), Feb., p. 











Printing 

Magazine printers’ sales forecasts dim 
(u), Jan., p. 25. 

Perry builds second printing plant (u), 
Feb., p. 30. 

‘Check printer’s financial stability,’ says 
consultant (u), Mar., p. 28. 

Survey of printers ranks reasons for lost 
accounts (u), Mar., p. 28. 

Lacquered covers: costly, problethatic 
route to quality look (u), Apr., p. 
33-34. 

Water-based inks expected to offer 
economy later in 80s (u), Apr., p. 
34. 

Agency tests show inconsistent quality 
of ad reproduction (u), May, p. 
34+. 

MPA, GCA testing proofing stocks for 
SWOP standards (u), May, p. 38. 

New demand printing technology repro- 
duces graphic elements (u), June, p. 
6 


Spending on Gravure exceeding letter- 
press (u), June, p. 28. 

‘*Lowball’’ bidding by Jeffrey R. Par- 
nau (c), June, p. 125. 

Printing contracts: Don’t agree to ‘trade 
customs’ (u), July, p. 12+. 

Parnau: Press proofs costly and inade- 
quate for web printing (u), July, p. 
16+. 

Quality in print: The manager’s role by 
James E. Dunne (f), Aug., p. 60+. 

Color for connoisseurs: Four studies in 
quality printing by Karlene 
Lukovitz (f), Aug., p. 68+. 

Ink jet ‘label’ printing saves time and 
money, early users report (u), 
Sept., p. 16+. 

Press checks by Jeffrey R. Parnau (c), 
Sept., p. 219-220. 

Gravure printed copies increase; num- 
ber of magazines unchanged (u), 
Oct., p. 20+. 

Connecticut Printers installs 
M-200 (u), Oct., p. 23. 

Publishers affected by printers’ tighter 
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financial policies (u), Nov., p. 24. 
Changes in printers’ revenues from 
magazines and periodicals, 1972-82 
(u), Dec., p. 19. 
Tales of unsigned contracts by Jeffrey 
R. Parnau (c), Dec., p. 94-95. 


Sources 

New consultant opens shop on West 
Coast (u), Feb., p. 30. 

Color Separation Techniques 
Mar., p. 30. 

Interfaced typesetting booklet available 
(u), Apr., p. 38. 

Book about paper published (u), Sep/., 
p. 22. 
Production managers set up new indus- 
try association (u), Nov., p. 28. 
Time, RIT sponsor scholarship program 
(u), Nov., p. 28. 

New shipping assoc. expected to save 
publishers time, money (u), Dec., p. 
19. 


(u), 


Typesetting 

1982 typesetting equipment guide by 
Frank Romano (f), June, p. 57+. 

Word processors move into editorial: 
The new typesetting link by Douglas 
A. Learner (f), June, p. 70+. 

Typesetting: A versatile machine priced 
at less than the 1992 Buick by Frank 
Romano (f), Sept., p. 104+. 


PROFILES 
(FACES) 


Beni, John (President of Parents) by Ira 
Ellenthal, Mar., 58-59+. 

Black, Cathleen (Publisher of New 
York Magazine) by Ira Ellenthal, 
Aug., p. 52+. 

Browne, Morgan (President of Bill 
Communications) by Gauri Bhatia, 
Aug., p. 50-51. 

Burnett, Robert A. (President and CEO 
of Meredith Corporation) by 
Karlene Lukovitz, June, p. 48-49 + . 

Carter, John Mack (Editor in Chief of 
Good Housekeeping) by Ira Ellen- 
thal, May, p. 70+. 

Dougherty, Phil (Advertising Columnist 
for the New York Times) by Ira 
Ellenthal, June, p. 48-49+. 

Edmiston, Mark (President of News- 
week, Inc.) by Gauri Bhatia, July, 
p. 48+. 

Florio, Steven (Publisher of Gentle- 
men’s Quarterly) by Ira Ellenthal, 
Apr., p. 58-59+. 

Forbes, Malcolm (Chairman of Forbes) 
by Barbara Love, Nov., p. 76-78+. 

Franks, Milt (Publisher of Young Miss) 
by Ira Ellenthal, Oct., p. 58-59+. 

Gralla, Milton (Executive Vice Presi- 
dent of Gralla Publications) by 
Ira Ellenthal, July, p. 44-45+. 

Gorog, William (President of MPA) 
by Barbara Love, Dec., p. 51+. 

Groves, Richard (President of ITBP) 
by Barbara Love, Oct., p. 62-63. 

Hanson, Joe (President of Polio by 
Ira Ellenthal, Sept., 

Hefner, Christie (Vice 
Playboy Enterprises) by Barbara 
Love, Apr., p. 60-61+. 

Keeton, Kathy (President of Omni 
Publications) by Ira Ellenthal, 
Jan., p. 46. 

King. inane coeonet of ABP) by 
arbara Love, Mar., p. 54+. 
Sanford, Leda (Publisher of Bon Ap- 
petit) by Ira Ellenthal, Nov., p. 

72+. 

Stolley, Richard (Managing Editor 
of Life) by Barbara Love, May, p. 


68-69. 

Wenner, Jann (Publisher of Rolling 
Stone) by Gauri Bhatia, Nov., p. 
68-69. 

Whitney, Ruth (Editor-in-Chief of 
Glamour) by Ira Ellenthal, Dec., 
p. 52-53. 

Whittingham, Charles (Publisher of 
Life), by Ira Ellenthal, Feb., p. 
58-59+. 
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SINGLE COPY SALES 


Distributors 

Distributor helps corporations get 
own newsstands (u), Feb. p. 
32-33. 

Analyst's questioning of national 
distri>utors’ role stirs controver- 
sy (u), June, p. 14+. 

National distributors take hard line 
on wholesaleer acquisitions (u), 
Dec., p. 14-15. 


International 
Overseas sales: 17 of 34 categories 
show increases (u), Apr., p. 51. 


| Overseas sales: 19 of 34 categories 


show unit increases (u), Sept., p. 
26. 

A guide to international distribution 
by Tom Tully (f), Sept, p. 
129-131+. 

nae export growth outpaces 

S. performance (u), Nov., p. 
10+. 


Management 

Cross-merchandising efforts marred 
Ps servicing problems (u), Jan., p. 
16. 


Publishers should assign UPC 
duties, consultant says (u), Jan., 
p. 19-20. 

An answer in search of a question by 
Ronald T. Scott (c), Jan., p. 92-93. 

Direct sales work only in established 
places of business (u), Feb., p. 32. 

Testing by Ronald T. Scott (c), Feb., 
p. 105-106. 

‘Demographics are not the answer to 
every distribution problem’ (u), 
Mar., p..1 

Split-run covers increase readers in- 
terest, sales (u), Mar., p. 19-20. 

Allotment adjustments: A simple ef- 
ficiency by Ronald T. Scott (c), 
Apr., p. 145. 

The soe merchandiser by Ron- 

Scott (c), May, p. 130. 

Herrera: ‘Get off your butts and sell’ 
for more space (u), June, p. 12. 

CPDA’s Newborn: ‘Release of more 
data tied to tradeoffs’ (u), June, p 
12+. 

PI’s Fitzmaurice to IDs: Key to sur- 
vival is merchandising (u), June, 

. 16+. 

The elements of success by Ronald 
T. Scott (c), June, p. 121+. 

CBS Publications forms new market- 
ing arm (u), July, p. 30. 

Single-copy magazine gives newspa- 
pers its columns, gets exposure 
(u), July, p. 30. 

The —— to revamp the sin aa 
copy field force system by 
lene Lukovitz (f), July, p. 76+. 

The shifting single-copy marketplace 
by Frank Herrera (f), July, p. 
83-87+. 

Keeping statistics in perspective by 
Raga T. Scott (c), Jaro. 97+. 

Encouraging first quarter david 
‘soft’ sales period (u), Aug., p. 16. 

Inside Sports: A lesson in testing by 
Ronald T. Scott (c), Aug., p. 
106-107. 

Continuing increases paining pub- 
lishers (u), Sept., p. 24. 

Newsstand-only inserts up sales of 
BH&G 3% to 8% (u), Sept., p. 24. 

Revamping the single-copy field 

force Part II: Publisher reps by 

Karlene Lukovitz (f), Sept. p. 

145-146 +. 

ess in perspective by Ronald T. 
‘ott (c), Sept., p. 218+. 

Warner Special interest Group going 
national (u), Oct., p. 45-46. 

PI single-copy sales and profits ‘data 
bank’ released (u), Oct., p. 46. 
Single-copy sales drop to 30% of cir- 

culation mix (u), “Oct, p. 46. 

Continued single-copy sales slump 

pes - in cover testing (u), 
ov., p. 5. 
Print order ee a case history 


Pro 


by Ronald T. Scott (c), Nov., p. 
143. 


7-11 exec: ‘Magazines under promoted’ 


(u), Dec., p. 14. 
Circulation’s public relations ideas 
- up single-copy sales (u), Dec., 
15. 


Finding the facts behind the num- 
bers Ronald T. Scott (c), Dec., p. 
93+. 


Promotion 
New display unit' aids in-store pro- 
motion (u), Mar., p. 20. 


Retail 

Redemptions high for magazine dis- 
count coupons given at store (u), 
Jan., p. 16. 

75% of ‘supermarket buyers want 
control of magazine selection (u), 
Jan., p. 16+. 

Cross-merchandising efforts marred 
by servicing problems (u), Jan., p. 
19, 


Magazine sales r in expensive 
speciality outlets (u), Feb., p. 33. 

Grand Union drops mainline maga- 
zines — over 800 stores (u), 
Mar., p. 1 

RDA revisited y Ronald T. Scott (c), 
Mar., p. : 

Semmes’ ace closed-circuit TV 
supermarket promos (u), Apr., p. 
48. 


Magazines are most-carried grocery 
check-out item (u), Apr., p. 50-51. 

Books in magazine format vying for 
retail space, sales (u), May, p. 16. 

Magazine/book space vulnerable in c- 
stores analyst claims (u), May, p. 
16+. 

Drugstore FRCs yielding sales/sq. ft. 
= above average (u), May, p. 
19. 

‘Authorized lists are not locked in 
a: A&P exec (u), May, p. 

Grand Union adamant on non-foods 
Boo despite protests (u), 

ay, p. 

ACIDA’s Olbrich: a maga- 
zines threaten retail space’ (u), 
June, p. 14. 

Is there room for magazines and 
_ at the front end (u), July, p 


Senet ‘sweet-talks’ retail buyers 
for space (u), July, p. 30. 

Magazines: the most-purchased gen- 
eral supermarket item (u), Aug., 
p. 16+. 

Magazines ‘deserve a better deal,’ 
retailers are told (u), Aug., p. 19. 

Per-pocket RDAs: Hurting maga- 
zines’ chances at checkouts? (u), 
Sept., p. 24+. 

Supermarket scanning; 10% of all 
oopewee purchase magazines (u), 

et. 

‘Oveaiicammata killing increasingly 
crucial retail outlets’: Benjamin 
(u), Oct., p. 46+. 

Progress toward automatin; 
sales data reports? (u), 
50+. 

Check-outs ‘terrible’ place for maga- 
zines, panelists believe (u), Nov., 
p. 53+. 

B. Dalton testin, 
check-outs (u), 


retail 
fov., p. 


magazines at 
ec., p. 14-15. 


Wholesalers 

Wholesalers advised to cut back on 
small-volume titles (u), Feb., p. 
32. 

Penthouse’s price change method 
concerns wholesalers (u), Apr., p. 


Wholesaler reports 10% increase in 
titles in 1981 (u), Apr., p. 51-52. 

Wholesaler: ‘Every magazine should 
not be in every outlet’ (u), July, p 
28+. 

‘Publishers share fault for decline in 
wholesaler numbers (u), Aug., p. 
19. 


Wholesalers: Improved specialized 
distribution and efficiency; faster 
sales — Mf Roy I. Newborn (f), 
Sept., oe 
Cutting a iotments hurts publishers 
and wholesalers’ (u), Nov., p. 
50+. 


SUBSCRIPTION CIRCULATION 


Awards 

Folio’s Circulation Direct Mail Awards 
presented (u), Dec., p. 30+. 
Controlled (see non-paid) 


Credit and collections 

More subscription agencies allowing 
partial payments (u), Mar., p. 
24-25+. 


Direct mail : 

DMMaA study reveals 1981 direct mail 7 
costs (u), Jan., p. 36-37. 4 

The best and worst of 1981 by Eliot Dey © 
Schein (c), Jan., p. 82+. ‘ 

Planning a direct mail campaign by 
John D. Klingel (c), Feb., p 
94-95 +. , 

Follow-up by Eliot Dey Schein (c), 7 
Feb., p. 96+. 

‘Regular seasonality tests a direct mail 7 
must,’ say consultants (u)., Apr., p. 
26. 

A talk with DMMA‘S Bob DeLay by 
Eliot Dey Schein (c), Apr., p. 92+. 

1980 mail order subscriptions: $2.1 bil- 
lion (u), May, p. 43. 

The end of the Nth? by Elioy Dey 
Schein (c), May, p. 134+. 

Personalizing your direct mail by Willis 
M. Rivinus (f), May, p. 121-26. 

Lists by John D. Klingel (c), May, p. 
127-128. 

Inside Inside Sports by Eliot Dey Schein 
(c), June, p. 126-128. 

Window watching by Eliot Dey Schein 
(c), July, p. 102-103. 

Label fable by Eliot Dey Schein (c), 
Aug., p. 116+. 

Magazine subscription direct mail: 
More, not less, important by Jerry 
Ward (f),,. Sept., p. 112+. 

Looking back by Eliot Dey Schein (c), 
Sept., p. 214-215. 

Travel & Leisure’s Connors View ‘nos’ 
as future ‘yeses’ (u), Oct., p. 34+. 

International mailing by Eliot Dey 

Schein (c), Oct., p. 106-107+. 

Guide: efficiency with style by 

Eliot Dey Schein (c), Dec., p. 

102-103 +. 

Efforts Analysis by John D. Klingel (c), 
June, p. 114-115+. 


TV 


Fulfillment 

Moving fulfillment in-house by Douglas 
A. Learner (f), Mar., p. 76+. 

Fulfillment technology to enhance pub- 
lishers’ bottom lines (u), May, p. 
42-43. 

Acquisitions: How to handle subscrip- 
tion liability by Jerome P. Schaffer 
(f), June, p. 111-112. 

Fulfillment customer service: Get in 
syne with computer (u), Aug. p. 26. 


Management 

ABC considers changing its ‘yuxtaposi- 
tion rule’ (u), Jan., p. 26. 

Microcomputers cut subscription costs, 
boost accuracy (u), Jan., p. 34+. 

Swift service means better payment for 
subs sold on TV (u), Jan. p. 37-38. 

Long-term rate-base strategy by John 
D. Klingel (c), Jan., p. 90-91. 

MFI learns tough lesson on importance 
of circ management (u), Feb., p. 
14+. 

Canadian postage for foreign magazines 
to rise 100% (u), Feb., p. 26. 

Renewals by Eliot Dey Schein (c), Mar., 
p. 69-70+. 

Circulation reporting methods by John 
D. Klingel (f), Mar., p. 94-97. 
‘Separate magazine subscriber files not 
enough for the 80s’ (u), Apr., p. 

16+. 

37% of magazines showed paid circ 
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losses in 2nd half ’81 (u), May. p. 
29+. 

‘Five characteristics mark good tele- 
phone subscription sales rep’ May, 
p. 40+. 

Test your circulation marketing I.Q. by 
the Magazine Publishers Associa- 
tion (f), June, p. 113. 

Management: Don’t ignore circulation 
award-winner advises (u), July, p. 9. 

Personal computers move into circula- 
tion by John D. Klingel (f), July, p. 
88-90. 

Subscriber studies by William Abbott 

(c), July, p. 104+. 

December most popular business mail- 
ing month (u), Aug., p. 26+. 

How to appeal if your mailing flunks 
verification (u), Sept., p. 28+. 
Renewal strategies by John D. Klingel 

(c), Aug., p. 108-110. 


Promotion 

Sweepstakes analysis: The BH&G ex- 
perience by Jerry Ward (f), Mar., p. 
64-67. 

Following-up on ‘no sales’ by Dave 
Hagenbuch (c), Mar., p. 104+. 
Lifetime subscriptions yielding benefits 
for two magazines (u), June, p. 

32+. 

Circulation management: Five trends 
that must be reversed by E. Daniel 
Capell (f), Sept. p. 115. 

Renewal Strategies: Great price cuts, 
more installment billing to be 
among juiced-up efforts as cost of 
getting new subscriptions doubles 
by Vince Dema (f), Sept., p. 116+. 

Magazines gain 3% in total circ for 
1981 (u), Oct., p. 36. 

2nd class mailers assoc. changes name 
(u), Oct. p. 37-38. 


ABC statements are used extensively 
by agencies by Theresa F. Mac- 
Donald (f), Oct. p. 67-72. 

The pink sheet helps you determine your 
competitors’ strategies by Shirrel 
Rhoades (f), Oct., p. 74-77. 

Subscription agents by John D. Klingel 
(c), Oct., p. 108-109 +. 

38% of magazines report circulation 
losses in first half (u), Nov., p. 8+. 

Attached bills perform well, tests indi- 
cate (u), Nov., p. 42+. 

Juxtaposition rule change: Convenient 
but anticlimatic (u), Dec., p. 32-33. 

Subscription agency remits: What you 
‘pull’ is what you get (f), Dec., p. 
92 


Circulation career development by John 
D. Klingel (c), Dec., p. 104-105 +. 


Non-paid 

Well-designed request form needed for 
high returns (u), Feb., p. 26. 

Controlled circulation business publica- 
tions: A gradual but certain increase 
(f), Sept., p. 114-115. 

Managing non-paid circulation: Theory 
and craft by William Strong (f), 
Sept., p. 125-128+. 

Ad page exchanges ‘an underused pro- 
motion alternative’ (u), Oct., p. 34. 

Playgirl: Lifetime sub, week-long cruise 
all for $500 (u), Oct., p. 36-37. 


USPS 

USPS may drop paid/request require- 
ment (u), Jan., p. 32. 

Postal rates: holding the line by John 
Jay Daly (c), Jan., p. 89+. 

USPS tests delivery of address changes 
to telecommunications (u), Jan., p. 
32+. 


USPS permits low rates for mail at- 
tached to magazines (u), Feb., p. 24. 

USPS expected to ease second-class for- 
warding rules (u), Feb., p. 24+. 

USPS envelope reg provides opportuni- 
ty for new ad sales (u), Féb., p. 37. 


Non-profit publications reeling from 
whopping postal-rate increases (u), 
Mar., p. 22+. 

‘Try putting yourself in our shoes’ 
asst. PMG tells mailers (u), Mar., p. 
25-26. 

Attached mail: New postage savings by 
Willis M. Rivinus (f), Mar., p. 
90-91. 

50% request delayed until October 1 
(u), Apr., p. 24. 

Publishers finding strings attached to at- 
tached mail (u), Apr., p. 24. 

How to Cope With the New Postal 
Rates (u), Apr., p. 28+. 

USPS ‘crackdown’ on bulk-mail errors 
starts July 1 (u), May, p. 40. 

MPA’s Rhodes knocks Congress’s ac- 
tions in Postal reforms (u), June, p. 
4+. 

Third class offers pluses and minuses 
for non-profit mags. (u), June, p. 
30+. 

Meredith’s Inhofe organizing support 
group for Zip + 4(u), June, p. 32. 

Non-profit mailers seek rate rollback; 
fight further hikes (u), June, p. 
34+. 

International attached mail 
missible (u), June, p. 37. 

Senate confirms PRC commissioners 
(u), June, p. 37. 

Solving your postal delivery problems 
by Charles L. Pace (f), June, p. 
96-98. 

USPS lets monthly red tag use (u), July, 
p. 6. 


imper- 


Supreme Court ruling to influence 2nd 
class rates (u), Aug., p. 28-30. 

Postal Forum to be held Sept. 12-15 
(u), Aug., p. 30. 

In-plant verification available to mul- 
tiple entry point magazines (u), 
Sept., p. 28. 

Bulk prep regulation changes made to 
ease verification (u), Sept., p. 30. 

New address change system: Major 
savings expected (u), Sept., p. 30+. 

U.S. Postal Service: Expanded services; 
rate increases not more than every 
2% to 3 years by William F. Bolger 
(f), Sept., p. 110+. 

It pays to get to know your local 
postmaster (u), Oct., p. 37. 

Express Mail drop shipping standard- 
ized for easier use (u), Nov., p. 
42+. 

50% request rule: good news/ 
bad news on USPS audits (u), Nov., 
p. 44. 

Bulk-mail error much decreased since 
verification: USPS (u), Nov., p. 46. 

USPS begins monitoring non-delivery 
of third class mail (u), Dec., p. 30. 

USPS: no rate increase until early 84; 
possibly later (u), Dec., p. 30-31. 

Red Tag monthly’s content ‘perishable,’ 
says USPS (u), Dec., p. 32. 

USPS seeking ZIP + 4 subclass to allow 
rate discounts (u), Dec., p. 34. 


SUPPLIERS GUIDE 


Directory of Magazine Suppliers (1982), 
Folio Staff, May, p. 147-226. 


o 





Advertisers irked 

(Continued from page 9) 

their available ad dollars, about 
reaching an elusive audience, about 
finding a niche rather than buying 
competitive media schedules, about 
compensating for inflation, and about 
whether their ads will be noticed in 
those fat magazine issues—the ones 
so big that, when you put them down, 
you can’t pick them up again.” 

Wardell explained that DDB 
makes sure its clients get ads placed 
next to relevant editorial. ‘Doyle 
Dane Bernbach is very serious about 
working closely with magazines to 
find out what’s coming up. We try to 
get the right ad in the right position, 
at the right time,’’ he said. 

Some examples of the kind of 
positioning sought by DDB include 
an ad for Columbia Coffee positioned 
next to a guide for formal dining in 
Family Circle, and an ad for Puritan 
Cooking Oil next to a health article on 
heart attacks in Working Woman. 

“These ads could be anywhere 
in the magazine, but they’re not,’’ he 
said. ‘They are in a place that is ab- 
solutely relevant—at no extra cost. 
We're talking about negotiating, 
working with our marketing partners 
at the media to get more relevance. 
Advertisers are paying 9 percent 
more through increased ad rates, so 
they’re trying to get more for their 


money.” 

By being very particular about 
where ads run, pressing for an “‘inside 
showcase environment,’’ clients can 
get 50 percent more exposure for 
their ads, Wardell said. 


Rate card specs 
(Continued from page 87) 


advertisers. 

Finally, there is the question of 
line screens. I’ve seen magazines 
blindly ask for a “maximum of 
150-line for black-and-white half- 
tones.” 

Come on. First, unless you 
print on two types of paper, you have 
only one maximum screen, not two. 
Second, I don’t know a publication 
printer in the country who would re- 
quest 150-line separations. 

For reliable printing—no mud- 
dy color, no dirty halftones—most 
printers will go with a maximum 
screen of 133-lines to the inch. Many 
I’ve talked to would perfer 120-lines, 
but few publishers—and fewer adver- 
tisers—would tolerate it. 

The answer, again, is to ask 
your printer for the facts. If he says 
“go 150,” bless him. That’s pretty 
darn good. 

If you’ve caught my drift so 
far, you know what I’m saying. It is 
the printer who should be largely 
responsible for the mechanical speci- 


fications in your rate card. Publishers 
who arbitrarily decide upon specifica- 
tions are merely opening the door for 
remakes, reruns, and serious hassles 
from advertising agencies. 

True, you are the publisher. 
But you are not the manufacturer. 
You shouldn’t sit down and draft me- 
chanical specs any more than you 
should attempt to redesign the rack- 
and-pinion mechanism on your 
Porsche. 

Trust the professionals. And 
get the specs into your rate card. It 
will save you money one day. 

And, oh yeah. Cromalin is a 
registered trademark of DuPont, 
while Transfer Key is a registered 
trademark of 3M. 


Jeffery R. Parnau is an independent 
printing consultant, president of Par- 
nau Graphics, Inc., and publisher of 
several printing-related journals. He 
has served as editor, art director, and 
production manager for various pub- 
lishing operations over the past 15 


years. 
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